
 
In our fast-changing mar-
keting world, many busi-
nesses – including some 
with superior customer sat-
isfaction and loyalty levels – 
fail because they don’t un-
derstand their competitors’ 
actions nearly as well as 
their customers’ expecta-
tions and preferences. In 
large part this outcome be-
gins when their leadership is 
carried along by currents, 
and cannot distinguish be-
tween information for 
evaluating past events and 
essential intelligence for pre-
dicting the plans of their 
competitors. 
 
The rapid development of 

technology has increased 
demand for information to 
the point where many man-
agers are now overloaded 
with data and so-called in-
formation, while more cus-
tomers complain about sur-
vey fatigue and unfulfilled 
expectations. Without care-
ful sifting, such information 
may not correlate well with 
business needs; yet limiting 
data collection is also mean-
ingless when managers 

don’t know what they are 
looking for to begin with. 
 
Many people still think that 
information is cheap, a be-
lief backed by the wide-
spread use of focus groups 
and the Internet for re-
search. Unfortunately most 
of this “information” is ei-
ther sales hype or junk un-
distinguishable from  
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propaganda, dis- and misin-
formation, while in a dy-
namic environment the real 
need is for good marketing 
intelligence. This need can-
not be satisfied through tra-
ditional research methods 
using formalized sampling 
to generate results alone.  
Conversely, intelligence 
gathering employs more 
innovative methods for 
tracking data or informa-
tion. As such it is a good 
like any other which can 
only be obtained at a price. 
 
The Meaning of 
“Intelligence” 
In marketing applications, 
competitive “intelligence” 
means “processed informa-
tion, selectively collected 
for a specific purpose, to 
support leadership in fulfill-
ing its vision, future goals, 
policy and strategy-planning 
needs unique to each or-
ganization.” As such, it 
must overcome limitations 
of conventional research, 
like ignoring competitors’ 
existence, best-in-class non-
competitors, or providing 
no rationale for the infor-
mation obtained. 
 
Used in both strategic and 
tactical applications to sup-
port leadership decisions, 
competitive intelligence is 
important for providing 
early warning of opportuni-
ties and threats. Intelligence 
is not spying, a crystal ball, 
researching databases, the 
Internet or chasing rumors. 
It uses only legal and ethical 
activities to provide a basis 
for reasonable situation as-
sessments, and improve an 
enterprise’s bottom line and 
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resolve past and present 
problems, consistent with its 
mission. Leadership, on the 
other hand, involves 
navigation into new 
territories: plotting a strategic 
course to take an organization 
towards its desired vision and 
goals, allowing for 
unexpected competing forces 
that may arise. 
 
Developing Competitive 
Intelligence 
For marketing leadership in 
a fast moving world - more 
than information, we 
require “intelligence” as the 
process of monitoring the 
competitive business 
environment. This enables 
senior executives in 
companies of all sizes to 
make informed decisions 
about everything from 
marketing tactics to long-
term business strategies.  
 
Effective marketing 
intelligence is a continuous 
process involving the legal 
and ethical collection of 
data and information, its 
analysis and synthesis which 
doesn’t avoid unwelcome 
conclusions, and the 
controlled dissemination of 
actionable intelligence to 
decision makers.” 
 
The chart at the beginning 
of the article, based on the 
original work of Russell 
Ackoff, illustrates the 
practical steps in the 
development of intelligence 
and wisdom, to support the 
needs of visionary 
leadership. As a whole, the 
process involves the 
following progressive 
stages: 
 
                             (cont’d on page 3) 

future competitive viability. 
 
In probing market activities, 
intelligence gathering in-
volves tracking, monitoring 
and early warning, activities 
that ordinary information 
providers usually fail to do. 
Only the wisdom derived 
from understanding the re-
lationships and patterns 
linking data, information 
and knowledge can provide 
leadership with the essential 
navigation system for mov-
ing into unknown territory. 
 
The Need for Marketing 
Intelligence 
The leading edge of market-
ing no longer goes auto-
matically to the competitor 
with the best product or 
greatest strength. Increas-
ingly it goes to the business 
with superior leadership, 
vision, and a better, faster 
grasp of developments and 
trends likely to affect all 
competitors. Mere access to 
raw information and secrets 
is not enough, just as frag-
mented solutions invariably 
lead to disappointment. As 
an alternative, competitive 
intelligence has become or-
ganized information that 
supports successful out-
comes and reflects the wis-
dom of understanding its 
true value in the context of 
organizational wholeness.  
 
To appreciate the need for 
competitive intelligence, we 
first need to understand that 
management and leadership 
are not the same. 
 
Management is essentially 
concerned with tactical or 
operational solutions to 

beyond information...(cont’d from page 1) 
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Raw Data: represents a fact or 
statement of events without relation to 
other things. This data is acquired from 
a wide range of legitimate sources. Raw 
data may exist in any form, usable or 
not, without having meaning by itself. 
Information: is relational data given 
meaning, useful for answering “who”, 
“what”, “where” and “when” 
questions. It embodies understanding 
(data) relationships, possibly cause and 
effect. - Although frequently used 
synonymously, there is no direct 
relationship between data and 
information: A small amount of 
information often holds greater value 
than mountains of data. Both only 
become meaningful when they’re 
understood and used holistically. 
Knowledge: is the appropriate 
collection and application of useful data 
and information, answering “how” 
questions. It involves understanding 
(information) patterns that generally 
provide a basis for predictability of 
likely developments and outcomes. 
Skilled judgement is required to 
determine when a knowledge pattern is 
valuable and when it is merely noise. 
Intelligence: is the purposeful and 
coordinated monitoring of competitors, 
whoever and wherever they may be 
within a given market environment. It 
serves to understand predictability of their 
plans and developing your strategic and 
tactical reaction thereto. 
Wisdom: is the evaluated understanding 
of principles contained in the intelligence 
derived from meaningful knowledge. 
Wisdom is essentially systemic. 
 
The first four of these categories relate 
to past events, i.e. management issues. 
Only wisdom deals with future 
(leadership) issues, including shared 
vision, design and understanding of 
potential risk and business 
opportunities. With wisdom based on 
good intelligence, leadership can more 
effectively pursue its future goals and - 
with support from good management - 
avoid preoccupation with past 

problems. However, since wisdom 
requires a holistic thinking approach, 
acquiring it isn’t always easy. 
 
As illustrated here, “understanding” is 
the critical link in the development of 
intelligence from raw data, causing 
value to be added at each stage. 
“Information anxiety may arise from 
the widening gap between what we 
understand and what we think we 
should understand. It’s the void 
between data and knowledge, which 
occurs when information alone does 
not tell us what we want or need to 
know,” (Wurman, 1989). 
 
The development of wisdom from 
raw data was here deliberately 
simplified. As a continuous whole 
process, its value ultimately rests on 
understanding, the appreciation of  
relative linkages throughout the 
process and answering “why” 
questions. In practice, all five stages 
interact with one another, reflecting 
different perspectives from all sources 
within and outside the organization, to 
further enhance the overall value of 
intelligence as base for leadership 
decision making. 

 
General Systems Thinking 
The effective and efficient 
employment of competitive 
intelligence requires systems thinking, 
i.e. the ability to synthesize or 
integrate elements, rather than 
breaking them into parts for the 
purpose of analysis.  
 
Synthesizers must understand how 
elements interact, how they fit 
together, to form a whole, or “general 
system.” As a prerequisite, however, it 
is vital for leadership to have a clear 

beyond information...(cont’d from page 2) vision of its desired future state, i.e., 
where it wants to go, and provide a 
clear focus to prevent wasteful 
collection of irrelevant data or 
information. 
 
A first step in establishing an 
intelligence process is to regularly 
review published sources, for two 
reasons. First, information can be 
collected independently, without 
having to seek help from others. 
 
Second, information from reputable 
published sources provides credibility 
for the monitoring program. But this 
approach also has its limitations. 
 
Published material often contains 
dated or irrelevant information. To 
gather the most timely and specific 
data, enlisting others within your 
organization will be more effective,  
e.g., when people from sales, 
purchasing, customer service, 
accounting, distributors or agents and 
suppliers become involved.  
 
Paradoxically, some companies invest 
huge sums on departmental programs, 
only to require consultants later to 
glue them all together, while many 
others allow themselves to be 
misguided by focus groups. 
 
The Eidetics process articulated by 
Henry Evering of Toronto is well 
suited for developing such a whole-
organizational perspective. This 
unique method probes the meaning of 
verbal and visual inputs through 
Socratic questioning, and uses 
syntheses and geometric models to 
guide the methodology in which 
information exchange is seen as a key 
variable of organization-wide holistic 
outcomes. Many businesses have 
successfully used eidetics wisdom to 
improve their marketplace 
performance, where perceptual and 
other emotional considerations are as 
important as rational needs in 
achieving desired outcomes. 
                                                 (cont’d on page 4) 
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Are you listening to your customers? 
Humeira Jawaid, A.C.Inst.M. 
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ity and delivery processes. The fact 
that the survey is conducted periodi-
cally, makes it a useful tool for com-
paring the results to previous periods, 
locations and business units. This sur-
vey can also be used in developing 
loyalty and retention programs. 
 
Feedback Mechanism 
When customers have been disap-
pointed on the first try, “doing it 
right” the second time is essential to 
maintaining customer loyalty. This im-
plies a need for service process and 
system analysis to determine the root 
causes of failure so that a redesign can 
ensure higher reliability. Therefore, it 
is very important for companies to be 
accessible to customers through call 
centers and customer service desks .
The organizations need to provide 
frontline representatives with skills 
and empowerment to recognize a ser-
vice failure and act efficiently to make 
amends, and leave the customer satis-
fied. 
 
Market Research 
Although companies traditionally in-
vest significantly in this area they of-
ten overlook two critical listening 
points. Firstly, the customers should 
be interviewed at the time of arrival 
(when they become customers). New 
customers should not only be asked 
“How did you hear about us?” but 
also, “What major experiences influ-
enced your decision to try our product 
or service?” The answers to the first 
question will help in measuring the 
effectiveness of the awareness and ad-
vertising whereas the answer to the 
second question will supply informa-
tion about specific factors, which 
sparked the decision to try the product 
or service. Once you have that infor-
mation those features can be further 
promoted. 
 
                                                 (cont’d on page 5) 

The recent turbulent economy led to 
unstable and unpredictable market 
trends. More often, companies are real-
izing the importance of their existing 
customers. As a result, there is a shift 
from the transactional marketing attitude, 
which focused heavily on gaining new 
customers through mass marketing to 
relationship marketing in which customers 
become partners and the company 
must make long-term commitments to 
maintaining those relationships with 
quality, service and innovation. 
 
Relationship marketing is listening to 
your customers. This enables you to 
have the pulse of your customer, un-
derstanding your marketing strengths 
and sensing customer dissatisfaction 
long before the customer defects. A lot 
of this can be done through in-house 
resources and is not expensive com-
pared to the cost of losing profitable 
customers. For these approaches to be 
successful they need to be translated 
into continuous processes and systems.  

 
Customer Satisfaction Index 
This is a quantitative survey approach 
to measuring customer satisfaction, us-
ing a benchmark to evaluate and im-
prove the company’s performance. 
Managers can use the survey to find 
out how the customer feels about the 
company’s services, products and em-
ployees. The information can help in 
improving and redesigning service qual-

Finally, you cannot change the past; but 
you can affect the future. The true 
value of any intelligence system used by 
marketing enterprises in their pursuit of 
visionary future goals is reflected in the 
successful application of competitive 
knowledge and wisdom. The best 
systems recognize that “imagination is 
more important than knowledge,” - 
Einstein. However, if their 
leadership doesn’t know where it 
wants to go, even the world’s best 
intelligence system cannot help. 
 
James A. Schauer is president of Easton Marketing 
Services Ltd., providing project management, marketing 
plans, performance analysis and service quality improve-
ment services.  He also serves as director of the Canadian 
Institute of Marketing and can be reached via e-mail at 
easton@eagle.ca . 
Copyright  © 2002 Easton Marketing Services Ltd. 
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Editor’s Note 
 
Marketer James Schauer’s paper "The 
Invisible in Marketing and Marketing the 
Invisible" (see Vol. 4, Issue 3, Marketing 
Challenge, Fall 2001) was reprinted with 
permission from James Schauer,  
F.C.Inst.M., as the cover story in the Feb-
ruary issue of Effective Executive by 
ICFAI, the Institute of Chartered Financial 
Analysts of India. 
 
As part of its acclaimed series on “the 
Evolution of Europe”, the German maga-
zine Der SPIEGEL covered the same 
ground as his earlier papers, "Branding 
and Ethics: How 'marketing' is failing its 
customers" and "The Hanseatic League 
and early marketing" (Marketing Chal-
lenge, Vol. 3, Issue 2, Fall 2000, and Vol. 
4, Issue 2, Spring 2001, respectively. The 
SPIEGEL series was written independ-
ently by well-known European academics. 
 
His paper, “Marketing Leadership Re-
quires Intelligence" will be used this 
Spring in an introduction to marketing re-
search by John H. Nebeck, Ph.D., at 
Viterbo University in La Crosse, Wiscon-
sin. 
 
The Canadian Institute of Marketing 
thanks Mr. Schauer for his timely contribu-
tions of high quality articles to the Market-
ing Challenge. 
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Secondly, customers should be inter-
viewed at the time of departure (when 
they defect) about the reasons for their 
action. It is absolutely critical to under-
stand why the customer defected. Get-
ting the real information from the cus-
tomer requires a high degree of sensi-
tivity and skill to get to the real cause 
for defection. Careful questioning of 
the departing customer is important for 
two reasons: 
1) To isolate those negative attributes 

of the company’s product or ser-
vice that are causing customer dis-
satisfaction.  

2) To make a final attempt to keep 
the customer. Research has shown 
that departure interviews can help 
to recover up to 35% of lost cus-
tomers. 

 
Frontline Personnel 
Staff play a critical role in driving the 
ultimate success of the firm through 
customer satisfaction. It has direct con-
tact with customers and can be an ef-
fective channel of communication be-
tween customers and management.  

 
First, it is very important to select the 
right kind of people for the frontline 
jobs who are friendly, polite, courteous, 
and energetic by nature. The company 
must train them to listen effectively and 
encourage them to be sensitive and em-
pathetic towards customer needs, and 
when customers have had a bad experi-
ence. Customers should trust them and 
believe that they can solve problems. 
 
The company should not only motivate 
and encourage upward communication 

but should also have efficient processes 
in place to do so, such as weekly meet-
ings with the frontline, keeping a log of 
complaints and solutions offered for 
use as a training tool. It is always im-
portant for frontline staff to conduct a 
follow-up call with the customer to en-
sure its concern was addressed. This 
will make the customer feel important 
and valuable, thus generating positive 
word of mouth. 

 
Strategic activities. 
It is always beneficial to involve cus-
tomers who are the target market in 
some level of the business. They should 
be continuously kept in the loop with 
what is happening in the company 
through newsletters. Especially when it 
comes to product development and 
concept tests. Customers can give valu-
able inputs through focus groups and 
personal interviews. 
However, the above approaches seem 
simple but can be very effective means 
of listening to the customers which is a 
key factor in relationship philosophy. 
This in turn allows companies to un-
derstand customers’ viewpoints and 
perceptions, which further allows com-
panies to meet customers’ changing 
needs and expectations. Thus, possibly 
retaining their customers over the long-
term. 
 
Humeira Jawaid, A.C.Inst.M, works with Bell Canada 
as a Client Representative. She is a student at the  
Schulich School of Business, and can be reached at  
reggie.humeira@sympatico.ca 

A group of final year systems analyst 
students from Sheridan College in 
Oakville, Ontario, with extensive 
knowledge in system analysis, database 
design and implementation, web de-
sign, and programming has been com-
missioned by the Canadian Institute of 
Marketing to restructure its existing 
MS Access database and web architec-
ture. 
 
The students have been assigned 14 
weeks to develop an IT solution for 
our business process. Their goal at the 
end of the 14-week period is to pro-
vide the Institute with a detailed sys-
tem analysis and a feasibility study. 
Following this, a continuation of the 
course will involve the analysis and 
implementation of their IT solution. 
 
Scope 
The project will deliver a more inter-
active website, by allowing members 
to view a paid membership area. This 
area will contain private newsletters, 
and allow access to view member pro-
files and contact information. This will 
be accomplished by connecting our 
Access database to the website. 
 
Deliverables 
• an online presence to communi-

cate efficiently between members, 
• elimination of unnecessary steps 

in the flow of data between the 
members and the manager, 

• improvement of data integrity 
within the database, and 

• upkeep of the database will be 
simplified. 

 
The student team is Deirdre 
Ashworth, Jason Beal, and Stefan 
Magdziak. 
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Pacific Marketing available in their 
country, as well as the names of local 
marketing consultants, for loading onto 
the website. 
 
Regarding inactive members, it was rec-
ommended that the status of inactive 
members be downgraded. The lack of 
interest by certain countries could be 
due to poor communication between 
country representatives and their Coun-
cils. As such it may not reflect a loss of 
interest by their Councils. In the case 
of AMI for example, the people who 
used to represent AMI are not even in 
the Council anymore. The current 
Council may not even be aware that 
they are part of APMF. To help with 
this it was suggested a “buddy system” 
be formed to liase with members in dif-
ferent parts of APMF. 
 
Other items discussed included; Her-
mawan, Cheong and J.J. Roces to meet 
with the ASEAN Secretary-General in 
March, in Jakarta, to brief him on 
APMF and its possible role in WTO 
and that the APMF release a statement 
on marketing issues in the region on a 
monthly basis. 
 
During the meetings it was also reaf-
firmed that a reciprocal arrangement 
between member associations for 
membership privileges exists. In other 
words, a member of PMA, for exam-
ple, can also join HKIM, MIS, or any 
member within the APMF grouping, if 
he chooses to. Similarly, a member of 
JMA can join SLIM, IMM.  
 
In closing, I will be representing the 
Canadian Institute of Marketing as its 
current Chairman and director respon-
sible for international affairs, in Singa-
pore the second week of April. I will be 
attending the AGM (April 10) where 
the official handover of the APMF 
Presidency to Singapore will occur. 
 

Bruce A. Hoggard, F.C.Inst.M 
Chair, Canadian Institute of Marketing 
bruce@hoggardinternational.com  
Note: Mr. Hoggard is a Patron of the newly 
created Association of Certified Professional 
Marketers. 

Asia’s powerhouse, China, would raise 
the profile of APMF. Profits from the 
conference, if any, will go to APMF. 
Any losses will be borne by the confer-
ence management company. Her-
mawan requested members introduce 
conference organisers to him with one 
condition; that the organiser be familiar 
with organising conferences in China. 
VIPs likely to be present are the Dep-
uty Prime Minister of Thailand and the 
new Chairman of WTO. 
 
In view of such an important occasion, 
the APMF Foundation Governors’ 
meeting will coincide with the Shanghai 
meeting instead of Jogjakarta, Indone-
sia. 
 
A special note of appreciation was also 
extended to Dr. Hooi Den Huan for 
his work on the Foundation. 
 
In 2002 the Presidency of WMA passes 
from the AMA to the APMF. The 
Presidency is on a rotational basis with 
each regional body, AMA, EMC and 
APMF, having a turn. As previously 
agreed, Hermawan will assume the post 
of President of WMA on behalf of 
APMF. AMA has already endorsed this 
transfer. 
 
The Philippine Marketing Association 
will once again be running the Agora 
Awards in November 2002, and is 
seeking the other APMF member 
countries to play a more active role. 
Following this invitation the Agora 
Award awardees from Singapore will be 
guest speakers at the up-coming 
awards. 
 
The APMF Website continues to be 
updated and is becoming a well-visited 
site. For example, Hermawan’s lecture 
in Bangkok on January 9 was on the 
website by the meeting on January 12. 
Cheong reminded members to send in 
the list of reading materials on Asia-

The latest meeting 
of the APMF was 
held in Hong Kong 
during the weekend 
of January 12. Dur-
ing these meetings 
several key issues 
were discussed and 
progress made on 

initiatives started at the AGM in Thai-
land in July, 2001. 
 
The APMF Case Study Writing Com-
petition has secured its first sponsor as 
Mr. Paddy Ford of  Curtin University, 
told the meeting that Curtin would 
sponsor a $21,000 cash prize. Curtin’s 
generous donation represents close to 
50% of the target amount of US
$21,000 so we still require additional 
sponsors. The Philippine Marketing 
Association is developing a business 
plan to present to the BOM by March 
15. However, all member countries 
and their corporations are eligible to 
become sponsors or assist in the fund 
raising exercise. The royalties received 
from the eventual publication of the 
Case Study Book will go to APMF to 
assist in the further development of 
marketing. 
 
Although created two years ago, the 
APMF Foundation, scheduled to meet 
for the first time in July, 2002 in Indo-
nesia has been re-scheduled to Shang-
hai on October 21 and 22 2002. This 
was done to allow Prof. Philip Kotler, 
who is doing a  lecture series at this 
time, to be in attendance at the Offi-
cial World Marketing Conference, un-
der the banner of WMA, and organ-
ised by the APMF. Prof. Kotler agreed 
to be the keynote speaker at the Con-
ference at no charge. Funding for the 
conference will be undertaken by 
sponsors with the task being arranged 
by Hermawan (Indonesia). 
 
A conference of this scale held in 

International Bureau Report 
By Bruce Hoggards, F.C.Inst.M. 

Bruce Hoggard 
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jokes out of guilt. Very few people are 
"naturally" funny, at least not in any 
intellectual sense. Just listen to what 
people laugh at in bars or on televi-
sion. 
 
Second, business people won't put in 
the work. Even those who don't think 
they could teach Jerry Seinfeld any-
thing believe that, when the time 
comes, they will be able to sit down 
and dish out some humour for their 
presentation. Actually, the smarter 
people are, the more likely they are to 
improvise on the spot, a recipe for dis-
aster. Humour is hard to write, espe-
cially effective humour. People who 
write jokes for a living know that, 
whereas people who don't write jokes 
for a living think that people who do 
write jokes for a living get them off 
trees, where they grow. 
 
Finally, there are styles, forms and for-
mulas for crafting humour, and busi-
ness people, to say nothing of the gen-
eral public, haven't got a clue about 
them. You will have to learn Tech-
nique. In the second part of this article 
we will address the craft of writing hu-
mour and discuss how it can be 
adapted for your situation. 
 
How to Write a Joke 
Humour in a corporate setting is very 
different from humour in a comedy 
club. Here's why. Today's club audi-
ences like more off-beat, inconclusive 
and morally ambiguous "bits" or rou-
tines focused on gross sex, defiance of 
authority and destruction of public 
property, which formula by the way, 
not only gets you laughs, it may also 
get you your own show on the Fox 
network. However, a business venue is 
not a comedy club and speakers who 
take a comedy club approach run the 
risk of being seen as unprofessional 
and untrustworthy. 
                                                 (cont’d on page 8) 

ing Montréal, Québec, to a group of 
potential real estate investors, you 
could say, for example, that "the fun-
damentals for solid economic growth 
in Québec and especially in Montréal 
already exist: Montréal has a skilled 
labour pool with low mobility, Mon-
tréal has economic growth tied to the 
high tech industries, and Montréal has 
learned to combine North American 
business sense with Latin thinking and 
a French/European flair." So far, so 
dull. But then you could add: "So, not 
only are you making money but the 
definition of 'allowable expenses' has 
been expanded to include flamenco 
lessons and massage parlours. Sud-
denly, you're funny and, mirabile dictu, 
the audience is laughing with you and 
listening to you. 
 
Although many business people know 
the above is true, they still can't write a 
speech with any humour in it to save 
their lives. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Why can't business people write hu-
mour? 
First, their egos. Everyone thinks she 
or he is funny. No, hilarious. Just be-
cause you laugh at your own jokes, or 
your staff laughs at your jokes, or your 
spouse laughs at your jokes, doesn't 
mean you are funny: in fact, you have 
no sense of humour, your staff will 
laugh at anything you say, especially 
behind your back, and your spouse is 
having an affair and laughs at your 

This article has been written for any-
one who has ever listened to a sales 
report, market review, technical sum-
mary, or conference presentation and 
found themselves suddenly afflicted 
by a mysterious and all-encompassing 
narcolepsy. That is because most busi-
ness speeches are meat-rich and sauce-
poor. They lack the flavour and pi-
quancy that metaphor, irony and hu-
mour bring to verbal communication. 
Everybody knows it, yet no-one does 
it. 
 
Why aren't business people funny? 
First, business people have tunnel vi-
sion when it comes to communicating 
in a business context. They think the 
bare facts are crucially important and 
that any extraneous matter is not, or 
even worse, is "inappropriate." They 
are wrong. Adding material to spur the 
audience's interest in the subject at 
hand is extremely appropriate. Busi-
ness people speak in public because 
they want their audience to think 
about something in a new way, or to 
take action of some sort (e.g. buy your 
product or service). The speaker's job 
is to ensure the audience is awake and 
actively listening to the message and 
understand what it is the speaker 
wants them to do. 
 
Second, most business folk regard hu-
mour and irony as a "lower" type of 
experience, rather undignified, and not 
entirely consonant with the aura and 
prestige of being "Sales Manager of 
the Acme Whoopee Cushion Corp." 
They are wrong. Speech that triggers 
laughter (not at you, but with you) 
transforms monologue into dialogue, 
creating a new relationship between 
yourself and your audience. Moreover, 
the person who can make another 
laugh is seen to have Power. And peo-
ple respect Power. 
 
Combining the above points, in pitch-

How to write a joke and why business people need to read this! 
By Suzen Fromstein, M.C.Inst.M., and  
Michael Nemiroff 

The Market ing Cha l lenge 
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The Canadian Institute of Market-
ing values its student members. 
These are the marketers who will 
lead businesses into new territo-
ries, and develop strategies for 
new product and service accep-
tance. This is an opportunity for 
student members to raise their 
profile and market themselves to 
a very competitive economy. 
 
The Marketing Challenge will be 
published two more times this 
year. Take a little time to dust off 
that paper that you thought was 
absolutely brilliant—the same one 
that your professor thought was 
outstanding. Polish the work, and 
submit it to the editor of the Mar-
keting Challenge. A committee of 
the Institute’s Board of Directors 
will read the papers and select one 
that displays wisdom that would 
benefit all marketers. 
 
The article should be 1000 to 
1500 words, edited for publication 
and submitted in MS Word for-
mat with a photo of the author. 
Entrants must be student mem-
bers of the Institute. 
 
All entrants will be rewarded with 
an appreciation award. The win-
ner will receive a cash prize and 
certificate. The winner’s article 
will be published in the Fall Issue 
of the Marketing Challenge which 
will be archived on the Institute’s 
website. 
 
Send entries to Grant Lee, 
glee@aglmarketing.com by  
October 31, 2002. 

 
Set-Up:  For example, the block buster 
hits Titanic and Forest Gump were all 
developed in Montréal. 
 
Funny Part:        "Just don't blame me for 
Mission to Mars." 
 
Rules for Creating Powerful  
Humourous Moments 
 
1. Keep "set-ups" short: Your audience, 

whether one person or several hun-
dred, has the attention span of a fer-
ret on a double espresso. If you make 
them wait too long for the punch, 
they will fall asleep. 

2. Remember the Punches: At some 
point, you have to say something that 
will prompt the laughter. 

3. Jokes on serious matters work: As 
you can see from our previous exam-
ples, just remember Rules 1 and 2 

4. Have Fun With It: Business speakers 
are not stand-up comics. The good 
news is your audience doesn't expect 
you to entertain them and are very 
responsive when you make the effort.    

 
There are several useful books including 
any of the books by Gene Perrett and 
Judy Carter's Stand-up Comedy: The 
Book. Toronto's Humber College runs a 
summer comedy intensive and you can 
learn improv techniques at Second City. 
A Toastmasters Club in your area can 
help you with basic public speaking skills. 
 
So, good luck, bonnne chance, shalom 
and we're not hiring if you get fired! 
 
About the Authors: 
Suzen Fromstein, M.C.Inst.M. is a published humourist 
and President of The Write Connections Inc., a corporate 
communications firm. Michael Nemiroff began life as a 
professor of English Literature in Montréal. Soon realizing 
that humour, irony and sarcasm went entirely over the heads 
of students and faculty alike, Michael left teaching to become 
a stand-up comic. He has written material for several Cana-
dian stand-up comics and has contributed comedy material 
to The Tonight Show with Jay Leno. Together, first cousins 
Suzen and Michael created "Relatively Speaking" to bring 
humour, wit and entertainment value to corporate speeches 
and sales presentations. Click on the humour icon on the 
www.writeconnections.to home page to find out more infor-
mation or call 1-877-842-6663. 

Joke writing techniques can be use to 
shape business-appropriate humour. 
The classical formula to shape a joke 
is a "SET-UP" followed by a 
"PUNCH." The "set-up" is the small-
est amount of information needed for 
the audience to know or to guess what 
the joke is about, and the "punch" is 
the FUNNY PART. The "funny part" 
is actually "funny" when it elicits 
laughter from the audience. Remem-
ber, remarks that are surprising, 
shocking, absurd, or sometimes even 
truthful will prompt laughter. 
 
Here's how we put this formula to 
work in a speech on the merits of in-
vesting in Montréal. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Example 1: 
Set-Up:  Another example of new 
economy businesses making a positive 
contribution to the Montréal economy 
is the growth of successful small and 
mid-sized IT/multi-media businesses. 
 
Set-Up:  And, Montréal's educational 
institutions continue to work closely 
with the business community to ex-
pand the local IT talent pool. 
 
Funny Part:        "As a matter of fact, I 
have it on good authority that the next 
captain of the Starship Enterprise is 
coming from Montréal !" 
 
Example 2: 
Set-Up:  Montréal is also a world 
leader in special effects software for 
the motion picture industry. 

How to write a joke… cont’d from page 7 How would you 
like to win a prize? 



Volume 5,  I ssue 1 The Market ing Cha l lenge Page 9 

There is growing interest shown by all 
categories of businesses in terms of 
customer care and management of cus-
tomer relationships. This is due to 
growing competition and the resultant 
choices that customers are exposed to. 
In this context, it makes business sense 
to care for your customers with the aim 
of building loyalty and retaining them. 
 
Why customer care is important? 
The following customer service facts, 
speak for themselves. 
 
A typically dissatisfied customer, will 
tell 8-10 people about their problem. 
It costs six times more, to attract a new 
customer, that it does to keep an old 
one. Eighty per cent of successful new 
product and service ideas come from 
customers. If you resolve a complaint 
on the spot, 95% of complaining cus-
tomers will continue to do business 
with you again. Firms selling services 
depend on existing customers for 
85% - 95% of their business. 
 
The following statement made by Sir 
Colin Marshall of British Airways, sums 
up the importance of customer care 
effectively. “The simple principle is that 
the company exists to serve its custom-
ers, long into the future. Business lead-
ers that act on this, and persuade all 
their people to believe in it, can trans-
form ordinary company’s into world 
beaters.” 
 
Methods inorder to be better at  
customer service 
 
Good customer service revolves 
around respect for the customer, his or 
her time and intelligence. Customers 
hate uncertainty. They also hate waiting 
but can manage it if they are provided 
with a honest accurate answer. 

The following steps will help provide 
a better service to customers. 
 
Don’t keep your business closed when 
you should be open. The important 
thing in business is to be open! We 
now see in Sri Lanka, supermarkets 
operating extended hours and even 
retailers and restaurants. 
 
Answer the telephone speedily, pref-
erably within 3 rings. Never keep a 
customer on hold, listening to your 
selection of music, when the customer 
simply wants your speedy attention. 
 
Knowledge of your product and ser-
vice is important. Be knowledgeable 
about what you talk about to a cus-
tomer. It is better to be honest and 
truthful, and avoid unnecessary jargon. 
 
Never run out of stock, because this is 
unacceptable in this day and age of 
electronic commerce. 
 
Do not over charge the customer for a 
few mundane extras. It is better to in-
clude all costs chargeable in your quo-
tation, rather than frequent additions, 
which end up irritating customers. 
 
Delivery of product and service on 
time is important. Once a commit-
ment is given to the customer, this 
should be fulfilled, unless in very ex-
ceptional circumstances. 
 
When making refunds, it is important 
to be decisive and fast. The opportu-
nity to maintain customer good will 
through a refund may be lost through 
unnecessary delays. 
 
Make it easy for customers to make 
payments. After all, the customer is 
willing to pay you, and you should not 

make it a painful experience. 
 
It is better to under promise and over 
deliver rather than the other way 
around. In this manner you will not 
lose the respect of the customer. 
 
These are some of the main methods 
adopted by companies striving to im-
prove their customer service. 
 
How to cultivate and manage a  
customer relationship 
Customer relationships occur at the 
point of contact. This is also the start 
of a relationship process. The following 
methods will help organisations im-
prove customer relationships. 
 
Begin by listening to the customer. 
There is nothing more irritating to the 
customer than a manufacturer unwill-
ing to listen. By listening carefully, you 
indicate to the customer your serious-
ness and commitment towards what is 
expressed. 
 
Be genuinely helpful to customers, 
when help is short. It may even be bet-
ter to volunteer and help. For best re-
sults, provide the customer with assis-
tance promptly. 
 
Make it easy for customers to com-
plain, because this is valuable feedback, 
which can be used to build relation-
ships. 
 
It is important to respond to customer 
complaints promptly. A customer mak-
ing a complaint, expects a response. 
The worst thing to do is to ignore com-
plaints. 
 
Organisations will do well to encourage 
customer loyalty and good will. It is  
                                                 (cont’d on page 8) 

The growing interest in caring for customers better — 
for competitive advantage and growth 
By Prasanna Perera, M.C.I.M. (UK), M.C.Inst.M., M.S.L.I.M., Chartered Marketer (CIM-UK) 
Senior Marketing Practitioner, Senior Lecturer in Marketing Management 



Volume 5,  I ssue 1 Page 10 The Market ing Cha l lenge 

only loyal customers that will provide 
you consistent returns. There are many 
methods of building customer loyalty, 
such as loyalty programmes, special 
promotion and preferential treatment. 
Customers are after all human and 
want to be cared for. Treat all custom-
ers well and make them feel special. 
Being nice to a customer is not enough. 
Niceness is a process. Customers want 
results, so don’t assume niceness is 
enough. 
 
When a customer is lost, it is important 
to take the time and effort to find out 
the reasons. This will help you to avoid 
the same mistakes that might affect ex-
isting customers. However, a strong 
customer relationship should never be 
taken for granted. Your competitors are 
always making attempts to secure your 
customers. Once a relationship has 
been built, work hard to retain it. 
 
Customer care in practise 
Consider the example of Nordstrom, 
considered to be America’s No. 1 cus-
tomer service company. What is the 
secret of its success? Nordstrom is suc-
cessful because of the following prac-
tices: 
 
Nordstrom empowers its employees 
with the freedom to make decisions, 
and is willing to live with those deci-
sions. 
 
Nordstrom expects, encourages, 
preaches and demands individual initia-
tive and ideas from its frontline people. 
 
Motivated employees perform 
“heroics” – acts of outstanding cus-
tomer service, which are part of the 
Nordstrom mystique. 
 
Nordstrom’s best salesperson will do 
virtually everything possible to ensure 
that a shopper leaves the store a satis-
fied customer. 
 
Because Nordstrom pushes decision – 

making responsibilities down to the 
sales floor, shopping with a Nordstrom 
salesperson is like working with the 
owner of a small business. Salespeople 
must have a complete understanding of 
the product and its selling points. 
“The customer is always right” is not a 
cliché at Nordstrom. 
 
The underlying Nordstrom culture and 
philosophy is not difficult to pass on to 
the next generation because its simple: 
“Give great customer service”. Keeping 
good workers with the company is just 
as important as attracting new ones. 
 
If you treat customers like royalty and 
let them know that you will take care of 
them, they usually come back to you. 
 
 
 
 
 
 
 
 
 
 
 

“Trust” is the coin of the realm. Sales 
people earn the confidence of custom-
ers by being well-versed in the mer-
chandise they sell. They aren’t just sell-
ing merchandise, they are also selling 
service. 
 
These practices border on common 
logic and simple application of business 
processes. 
 
Another example comes from the mar-
ketplace performance unit in British 
Airways. When Sir Colin Marshall be-
came chief executive of BA, he realised 
that it was vitally important to see 
things from the customer’s perspective.  
He therefore created a “Marketplace 
Performance Unit” that has the job of 
measuring and benchmarking operating 
performance. Its job is to find out what 
the customers really want, rather than 

what the management thinks they want.  
 
A good example of this comes at 
check-in time. The management view 
had always been, that what concerned 
passengers most was the time it took to 
get to the front of the queue. However, 
when staff of the Marketplace Perform-
ance Unit asked passengers, it found 
that they were far more concerned with 
the length of the queues and the rate at 
which they moved. 
 
This obviously meant a different ap-
proach was needed, than had been 
adopted before. Listening to the cus-
tomer always helps! 
 
How to improve business processes, to 
provide excellent customer service 
Adopted business processes can have a 
positive or negative impact on the lev-
els of customer service. The following 
list provides some insights on how 
business processes can be improved. 
 
Innovate all business processes to keep 
up with the times. This can be done by 
creating a more innovative culture, us-
ing experiments and initiatives to 
unleash and exploit the organisation’s 
ideas. 
 
Monitor your competition, in terms of 
their business processes. 
 
Don’t assume because its on the com-
puter it must be right. Computers sel-
dom err. Remember garbage in garbage 
out! It may be a computer error to you, 
but its often also lost business. 
 
Be part of the solution, not the prob-
lem. This is an important element of 
business process. When you are part of 
the solution, people want to talk to you.  
When you are part of the problem, they 
want you to go away. 
 
Concentrate on the big picture, and 
worry about details. Obtaining cus-
tomer feedback is important through  
 
                                                 (cont’d on page 11) 
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focus groups, customer satisfaction 
measurement etc. 
 
Study and learn from best practice, to 
benchmark effectively. 
 
Empower staff to take decisions that 
have an impact on customer satisfac-
tion. There are many operational deci-
sions to be made, at the point of cus-
tomer contact. 
 
Conclusion 
This article has highlighted the salient 
aspects of customer care. Caring for 
customers is nothing new. It has been 
the bedrock of business success for 
generations. However, there are many 
new perspectives to be considered in 
managing and caring for customers. 

Market leaders of the future will be 
those whose strategy is based on deliv-
ering superior customer service.  
 
Against this background, it must also 
be borne in mind that customer de-
mands have escalated significantly, 
competition within and across market 
sectors have grown rapidly, and tech-
nology is to reducing costs of superior 
service. (But technology will not be a 
substitute for people). 
 
“Customer satisfaction is no longer good 
enough to survive in today’s competitive market 
place. What is needed is customer  
delight” (Tom Peters) 
 
To customers, your most important ability is 
reliability 
Prasanna Perera can be contacted at : 
prasanna.perera@tetrapak.com 

Society is made up of different seg-
ments such as social, age, cultural, 
economic, etc. Each segment relates 
internally and externally with one an-
other to form formal or informal 
groups. Among different groups arise 
political and religious organizations, 
industry/professional associations, 
clubs and others to pursue goals rele-
vant to their collective objectives. 
 
All human action is directed to the 
attainment of certain goals and objec-
tives. Indeed one could state that goal 
orientation is simply a defining quality 
of action. If one does not remain inac-
tive, one must be motivated. You need 
a goal to be motivated. 
 
Motivation is the force that induces a 
person to act. It is the incentive that 
brings about action either in a positive 
or negative way. Motivation is a man-
agement process and one of the most 
important and challenging tasks facing 
management. 
 
F. W. Taylor in his 'Principle of Scien-
tific Management' opined that wages 
are the motivating force of workers to 
boost production. Maslow's hierarchy 
of needs held that people are moti-
vated to action by the particular type 
of need that is relatively more impor-
tant at a particular time. The human 
relations model of Henri Fayol recog-
nized that people are motivated by a 
complex of variables, and that people 
usually exercise individualism. 
 
What motivation is needed to obtain 
performance? The answers that are 
usually given are: 
 
(a) Satisfaction 
(b) Coercion 
(c) Financial 
(d) Responsibility 
 
Satisfaction A person may be satisfied 

with what he/she is doing because the 
task is fulfilling. “Getting by” may also 
trigger satisfaction. Another person 
may be dissatisfied because he/she 
wants to do something better, or 
wants to improve work and that of the 
group. There is no way of differentiat-
ing satisfaction that is received from 
fulfillment from satisfaction that is 
merely apathy. Similarly it is very diffi-
cult to discern dissatisfaction derived 
from discontent from dissatisfaction 
derived from the desire to do a better 
job. It is apparent that there is no 
standard to measure what degree of 
satisfaction is satisfactory. Though sat-
isfaction is inadequate as motivation, it 
is passive acquiescence. 
 
Coercion This motivator is explicit 
and implicit. Issuing statements de-
signing to create fear of the group col-
lapse is an example of implicit coer-
cion. Explicit coercion often takes the 
form of dismissing a member from 
the group. Coercion no longer sup-
plies the motivation in the social 
group. What one needs for perform-
ance where there is coercion is to re-
place the externally imposed fear with 
internal self-motivation. 
 
Financial Such a motivator is impor-
tant, but it sometimes works nega-
tively. Discontent with financial re-
wards is a powerful dis-incentive, un-
dermining and corroding responsibil-
ity for performance. 
 
Responsibility In dealing with social 
group, there is the need to put human 
face to the group. A human being has 
a set of qualities such as ability to co-
ordinate, to integrate, to judge and to 
imagine. This motivator focuses on 
the person as a moral and social crea-
ture. The human being has control 
over how well he/she works and how  
much work he/she will do. Control is 
also extended to quality and quantity  
                                               (cont’d on page 12) 
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Market leaders of the future will 
be those whose strategy is 

based on delivering superior 
customer service. 
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You need a goal to be motivated 
By Michael Fashanu, M.C.Inst.M. 



of output. A person participates in the 
process actively if he/she is made re-
sponsible for taking actions. 
 
To motivate group members to per-
form, there are three ways by which 
one can attempt to reach the goal of 
the responsible member. 
 
(1) Careful placement 
(2) Providing useful information 
(3) Participation in that which will 

give members the group vision 
 
Careful placement Where and how a 
person is placed at any given time de-
cides largely his/her performance 
within the group whether that person 
will add to the economic and social 
strength of the group or detract from 
it. A production oriented leader will 
place emphasis on increased produc-
tion while a marketing oriented leader 
will place emphasis on marketing (i.e. 
meeting customers satisfaction and 
also making a profit). 
 
Providing useful information Mem-
bers need to be informed of the 
group’s objectives, specific action, etc. 
to be abreast of happenings within the 
social group. Only through timely dis-
semination information to every mem-
ber can the leader hope to mould 
common attitudes. 
 
Participation A group member should 
understand that his/her role is impor-
tant for the success and survival of the 
group. This vision can only be attained 
through the experience of participa-
tion. The basis for genuine pride, ac-
complishment and importance is the 
active and responsible participation of 
people in the determination of their 
activities in the group. 
 
Michael Fashanu is a Marketing Executive with 
Heinemann Educational Books Nigeria. Plc. He can 
be contacted at fashingtont@lycos.com 
 

The Advertiser, 
Adelaide’s morn-
ing newspaper, 
was not shy run-
ning a screaming 
headline that re-
lated how the 
South Australian 
government 
should conduct its 

affairs. The front page headline and 
attached story that stretched into nu-
merous inside pages of the edition, 
was the treatment Business SA (South 
Australia) – formerly known as The 
South Australian Employers Chamber 
of Commerce and Industry – was 
looking for. 
 
For more than a year, they had been 
working on a manifesto that clearly 
articulated the message of Business SA 
and its members. It identified the ma-
jor issues in the state and did not pull 
any punches on what required atten-
tion. The report was an excellent pre-
amble to an upcoming election. 
 
This occurred in January 2002 and 
provided interesting beach-time read-
ing as I enjoyed the warmth of the 
Australian summer. Two things struck 
me as I delved into the lengthy dia-
tribe. 
 
 
 
 
 
 
 
First, Business SA had spent consider-
able time and money, you would as-
sume, on a document that had the 
makings of front-page news. It en-
abled them to promote themselves, 

create awareness to Adelaide business 
people who were ignorant of their ex-
istence, and most importantly, com-
municate their message in a credible 
fashion. 
 
Second, it was not entirely surprising 
that health, education and transporta-
tion were among the major issues in 
the report. It is stating the obvious 
that wherever you travel, cities face 
the same challenges. 
 
Business SA’s example of capitalizing 
on their resources to produce the 
document, should be a message to 
Canada’s chambers of commerce and 
boards of trade.  
 
The Australian example displayed how 
a business organization can communi-
cate its message and at the same time, 
clearly articulate who it is and what it 
stands for. There is no guarantee 
they’ll increase their membership, but 
the report was the talk of the town. 
 
In Canada, our business organizations 
are constantly fighting to sustain 
membership and vindicate their rele-
vance. It’s a struggle, and our nation-
wide organizations will concede to this 
on-going challenge. 
 
This, then, raises the question whether 
our business organizations should be 
more aggressive and be encouraged to 
take a proactive stance on issues that 
affect their respective cities and mem-
bers? 
 
In talking to Business SA’s Andrew 
Koch, there is a defining need to pro-
vide a clear message from a city’s busi-
ness organization. 
                                                (cont’d on page 13) 
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the headlines and creates incredible  
Awareness 
By Howard M. Salkow, M.C.Inst.M, C.S.P., C.P.M. 
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“We identified the critical elements 
within our state and the manifesto ar-
ticulated our message,” he said. 
 
“You can appreciate that we valued the 
publicity from the report – which con-
tinued for a few days – and this kind of 
exposure is invaluable.” 
 
But Koch, Business SA’s Manager, 
Membership Services, did point out 
that a single newspaper in Adelaide can 
have its drawbacks. He made the com-
ment when it was mentioned that Can-
ada’s major cities have two or more 
newspapers. 
 
“Although the Advertiser labeled the 
story an exclusive, they are the only 
game in town in Adelaide. One more 
newspaper would have made the story 
a lot stronger and provided even 
greater play and much more discus-
sion,” he said. 
 
Despite a dearth of newspapers in this 
city of 1.5 million people, Business SA 
has shown how a credible report can 
reflect the overall strength of its organi-
zation. And there is no doubt that 
every member of the South Australian 
government, irrespective of his or her 
political leanings, digested the report in 
its entirety. 
 
And as I absorbed the final paragraphs 
of the report and allowed the sinking 
sun to cast shadows over the tabloid, I 
made up my mind that this success 
story required telling. 
 
And all that’s required now is to follow 
an excellent example. 
 
Calgary-based Howard Salkow is on the Canadian 
Institute of Marketing’s Board of Directors; Chair of its 
Calgary Region; Division Manager, Marketing for The 
Calgary Chamber of Commerce and President of Sedg-
wick Partners, a corporate communications and market-
ing company. He can be reached at 
hsalkow@telusplanet.net 

Dear Grant: As you know, for many years 
I've been highly critical of managerial ig-
norance and the widespread misuse of 

focus groups. In particular, this criticism referred to the inherent serious limitations of 
this information gathering method when used in isolation, as the only source, for gauging 
public opinion. 
 
Yesterday Mr. Vladimir Putin, the Russian President, was the first Russian in 60 years to 
address the German Bundestag (parliament). In his address, referring to the September 
11 catastrophe in New York and Washington, he stated that "we need to recognize that 
we're all guilty, especially us politicians." 
 
Today, Madame Albright, former US Secretary of State interviewed by Oprah Winfrey, 
was even more specific. Responding concerning the vulnerability of Manhattan as a ter-
rorist target, raised in numerous warnings during the past 3 to 4 years, Albright indicated 
that governments seemed obsessed with "focus groups, which never revealed serious 
concerns about such risk or threats." As a result, such warnings in magazine  
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Full Member                   No. 619                                        Michael Fashanu                                     Nigeria 
Full Member                   No. 621                                        Caroline J. L. Grimont                              Whistler, BC 
Full Member                   No. 623                                        Norm Smith                                              Barrie, ON 
Full Member                   No. 626                                        Prabath Akmeemana                               Etobicoke, ON 
Full Member                   No. 627                                        Mithra Weerasinghe                                 Brampton, ON 
Full Member                   No. 629                                        Joseph G. A. Miranda                              Gloucester, ON 
Full Member                   No. 630                                        Don S. C. Amarakoon                              Sri Lanka 
 
Associate Member         No. 620                                        Lisa Hunt                                                  Ajax, ON 
Associate Member         No. 622                                        James Seidu                                            Kingdom of Swaziland 
Associate Member         No. 624                                        Dilshan Navaratnarajah                           Sri Lanka 
Associate Member         No. 625                                        Fidelis Nwankwo                                      Nigeria 
Associate Member         No. 631                                        Humeira Jawaid                                        Mississauga, ON 
 
Student Member             No. 628                                        Kristina Hammer                                      Inverary, ON 
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New members and membership upgrades* (to February 2002) 

Canadian Institute of  Marketing Board of  Directors and  
Officers 
Bruce Hoggard                            Chair                               Hoggard International 
                                                    Vice-Chair                       
Ron Fletcher                                Secretary/Treasurer       FCM Consulting & Marketing 
Suzen Fromstein                                                                The Write Connections Inc. 
James Schauer                                                                  Easton Marketing Services Ltd. 
Dave Fernando                                                                  Sears 
Olivier Bianchi                                                                    Fidelity Investments 
Brent Armstrong                                                                 NEBS Business Products Limited 
George Jacob                                                                     Kingston College 
Howard Salkow                                                                  Sedgwick Partners Co. Ltd. 
Len Weeks                                                                         Economic Development Culture & Tourism, (Gov. of  
                                                                                           New Brunswick) 
James Jarrett                                                                     Jarrett ESP Services Ltd. 

 
 
 

Kristina Hammer, student member, was welcomed into the Canadian Insti-
tute of Marketing after she had completed a marketing plan for the Institute 
as a student project. Kristina’s work was a component of her Integrated Marketing Com-
munications program at St. Lawrence College in Kingston, Ontario. 
 
Two students from the University of Saskatchewan’s College of Commerce were awarded 
first place honours at the Canadian Marketing Association's (CMA) 31st RSVP Awards 
Gala in Toronto on November 16th. Fourth year Marketing students James DeRoo and 
Robyn Morelli were awarded first place in the student category of Marketing. More than 
twenty entries were submitted in the Marketing category by teams representing universities 
and business schools across Canada. The second place finishers in the student competition 
were the Schulich School of Business at York University, a long-time supporter of the Ca-
nadian Institute of Marketing. 

articles were given very low priority rela-
tive to the preferred agenda of elected 
politicians." 
 
On the other hand, when governments 
require timely research - implying "focus 
groups," suppliers seem neither inclined 
nor willing to educate their prospective 
clients for fear of loosing a lucrative con-
tract. In the spirit of providing good cus-
tomer service, "giving customers what 
they ask for," is virtually providing them 
with a serious disservice. Will they ever 
learn? 

Jim Schauer 

The Market ing Cha l lenge 
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Ad Specifications 
The Marketing Challenge 

Your ads reach only professional marketers and the businesses in which they work 
 

Advertising Reservation Deadline                               Advertising Artwork Deadline 
      Vol. V, Issue 2        April 22, 2002                                                    Vol. V, Issue 2        May 6, 2002 
      Vol. V, Issue 3        October, 25, 2002                                              Vol. V, Issue 3        November 8, 2002 
      Vol. Vl, Issue 1       January 20, 2003                                               Vol. Vl, Issue 1       February 7, 2003 

Sizes and Rates 
The following rates per insertion are for one ad only, placed at the discretion of the publisher. See below for 
prices and sizes. Taxes are extra. 
 
  1 time 3 times  1 time 3 times 

Back Cover $650 $600 1/2 Page Vertical $225 $200 

Full Page 450 400 1/4 Page Horizontal 125 100 

1/2 Page Horizontal 225 200 Logo Placement N/A 50 

Full  
Page Half Page 

Horizontal 

Half Page 
Vertical 

Quarter 
Page 

Cancellations 
All advertising space cancellations must be received in 
writing a minimum of 14 working days prior to the clos-
ing date of the issue involved. 
 

Mechanical Specifications 
Ads must be supplied as colour prints or digital files in  
TIFF/JPEG format with 100 dpi 

Member/Directory Listing 
The Canadian Institute is asking for the support of its 
members through sponsorship of The Marketing  
Challenge. Sponsors will be listed in three issues. There 
are three categories: Marketing Consultants, Public Sec-
tor Marketers, and Corporate Marketers. Member spon-
sorships would be used to defray the cost of producing a 
limited quantity of The Marketing Challenge for distribu-
tion by mail and handouts at exhibits and conferences.  

Listing—$200 
Listing and Web site Link — $300 

Logo placement with listing at no cost if provided in digital 
format. A $20 fee would be levied for scanning logo. 



Code of Ethics 
The professional marketing person has responsibilities 

to their employer, to customers — both ultimate and  

intermediate — to their colleagues and to the public. 

The Institute requires its members, as a condition of 

membership, to recognize these responsibilities in the 

conduct of their business, and to adhere to the Code of 

Ethics. All members shall be answerable to the National 

Council of the Institute for any conduct which in the 

opinion of the Council is in breach of this Code and the 

Council may take disciplinary action against any  

member found to be in breach thereof. 

P.O. Box 1718 
Holland Landing, ON  
L9N 1P2 

W E’RE ON THE WEB 
WWW.CINSTMARKETING.CA 

Phone: (905) 877-5369 
Fax: (905) 702-0819 
Email: cim@igs.net 

To improve Canada’s professional marketers’ 
skills to the highest international standards by 
providing training, opportunities and services 
to business enterprises, government, learning 

institutions, students and members of the 
Institute 

Journal of the Canadian Institute of Marketing 
Le Journal de l’Institut Canadien du Marketing 

 

As the Institute’s new Chair and only its second during its 
existence, I welcome you to the Year of Horse, and to a new 
beginning. A special thanks to Grant Lee, the Institute’s gen-
eral manager who has been working hard to raise the profile 
and stature of the organization. His untiring efforts, during 
what has been a turbulent time on several fronts, are greatly 
appreciated by myself, the Board of Directors and members. 
 
To James, the out going Chair and driving force behind the 
Institute, thank you for having had the foresight to establish 
the Institute and bring it to its current position. You have set 
a bench mark that we, as future Chairs, will strive to surpass. 
 
 
 
 
 
 
 
 
 
 
 
As we enter Spring, there are already positive signs of 
growth within the Canadian Institute of Marketing. 
 
The website site, www.cinstmarketing.ca, continues to be a 
flagship of the Institute drawing multiple daily hits from 
people all over the world. The site, with its current format, 
offers companies and individual members a wonderful op-
portunity to be listed in the Services Directory. This site is 
destined to become a whose-who of marketing service in 

over 20 different categories as members of the Institute are 
accredited professionals who have the qualifications and ex-
perience to provide services in marketing. 
 
Another encouraging and positive sign that membership is 
on the increase once again, is that this past month the Insti-
tute issued its 631st membership certificate. The Institute is 
regularly contacted by prospects outside of Canada from 
Asia, Africa and Europe as people recognize the value and 
importance of belonging to the Institute. Providers of mar-
keting services are encouraged to become members and 
share in the benefits of membership. 
 
For marketing students attending post-secondary institu-
tions, the Canadian Institute of Marketing has just made 
membership more attractive. As a student member the Insti-
tute will post your CV on its website and if your goal is to 
work outside of Canada, we can forward your CV to over 50 
different marketing Associations. Many of these in turn 
make it available to their members. So reaching out has be-
come one step easier. 
 
As the year progresses, I am confident the Institute will 
move forward with a renewed vigor and purpose, taking-up 
and rising to the challenges to represent the professional 
marketer in Canada. 
 
In closing, thank you for your past support, confidence and 
input. We look forward to your continued involvement and 
feedback in how the Institute can improve and better repre-
sent you as a member. 
 
Sincerely, 
Bruce A. Hoggard, F.C.Inst.M 

The Chair’s Message 


